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Abstract 
User-generated content diffusion on social networks has triggered an explosive attention in various disciplines. Within tourism 
activities, social media has growth in the past years rapidly through regular social network sites, or thematic social network sites 
such as TripAdvisor. The present study aims to provide a deeper insight into this matter, having as starting point the thought that 
clients posts good or bad reviews, regarding to different aspects of their experience; and, that a client who has a good experience 
in restaurant tends to revisit it and recommended it to friends, as opposite if the experience was bad they tell this to friend and 
recommend not visit. To assess customers’ reviews of restaurants, data was gathered on TripAdvisor of Top 10 restaurants in two 
island context Azores and Hawaii. All the comments were studied carefully and categorized in set of dimensions that measured 
how the entirety of a meal was perceived: sight, hearing, smell, taste and touch. As the results showed, food is the most decisive 
variable adopted in the UGC. Additionally, our findings support the notion that the overall quality of the meal reflects a lot more 
than flavor or taste of the food. To these elements, we need to add visual effect, freshness of the ingredients, and healthiness of 
the meal, among others as main contents spread on SNS. Thus, results reinforce the literature relative to the social media and ads 
to the knowledge of the contents created and shared by tourists relative to restaurant experience as a whole. 
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1. Introduction 
Word of mouth communication changed profoundly in the last decade with the increased popularity of social 
networks sites (SNS). These SNS became easy forms of spreading word of mouth, in a more simplified and 
instantaneous manner, thought User Generated Content. User-generated content diffusion on social networks has 
triggered an explosive attention in various disciplines. In essence, social media provides consumers an electronic 
tool to disseminate word of mouth, faster, wider and 24/7.  
As reported on the study carry out by Lu and Stepchenkova (2014), social media platforms contain huge volumes 
of UGC and these contents are widely used by consumers of hospitality and tourism services for information 
retrieving in decision process and sharing during and post experience. However, few researches have focus on UCG 
analysis, especially related to restaurants. 
Traditionally, restaurants perceived quality was measured with one or both models: Service quality 
(SERVQUAL) and dining service (DINESERV) (Stevens, Knutson, & Patton, 1995). And food quality was 
measured by experts who gave their independent opinions or by clients testimonials retrieved in the end of the meal, 
using feedback questionnaires. 
However, this equation suffers significant changes over the last years, with consumers assuming a position 
similar to food critics, using UGC in SNS to spread it. And to these customers, food quality experience is more than 
meal quality; it includes emotional state, attitude and behavior pre, during and post dinner experience. 
The obvious purpose of a restaurant is to satisfy the consumer’s expectations of a good combination of food and 
beverages. And, a restaurant aims that the WOM about it considers these elements. To unveil which elements are 
referred and which dimensions are truly relevant, data was retrieved from the top 10 restaurants in two tourism 
peripheral destinations: Azores – Europe and Hawaii – USA. A combination of qualitative and quantitative data 
treatment was used. 
The remainder of the work is structured as follows. Section two reviews the major theoretical concepts. The 
following sections present the research method and data processing performed. The last section presents the main 
conclusions and suggests directions for future research. 
2. Theoretical Background 
The analysis of this issue must start with two basic premises, as their evolution reflects how all other elements 
evolve: (i) technology; and (Munar, Gyimóthy 2nd, Cai III, & Jafari) services. As pointed out by Cooper and Hall 
(2008), technology tends to influence every part of contemporary tourism marketing. It has changed the culture of 
purchasing, connects all market actors, reduces costs and as e-marketing is ideally suited to the intangible nature of 
tourism. In the context of this intangible nature, the service dimension emerges. It becomes clear that tourism 
purchases are mainly services, and are dependent on component parts put together as a tourism experience. 
Therefore in recent years, an evolution has occurred toward a ‘service mindset’. 
In this sense, the Web evolved not only because of technological development, but also because digital literacy 
increased and social behavior changed. Social networks have been present on the Internet for more than 15 years, 
and in the last five years have come to affect the development of relationships between firms and their customers. 
Both business and academia acknowledge that social networking sites (SNS) and online social networking (OSN) 
are changing the means of social communication and interaction between tourism operators and tourists, in addition 
to consumer behavior (Buhalis & Law, 2008; Danias & Kavoura, 2013; Leung, Law, van Hoof, & Buhalis, 2013). 
When looking at the evolution of tourism, it is useful to clarify the evolution of the digital platforms as 
communication vehicles and the effects of social media and Web 2.0 on tourism marketing and communication 
strategy (Tiago, Tiago, & Amaral, 2014). 
Hotels and restaurants need to adopt a virtual presence in order to keep up with their present and potential clients. 
The advantages of using the Internet and SNS for business-to-consumer transactions are patent; however, the 
business and communication dimensions that need a clear strategic focus on OSN remain questionable. 
SNS are divided by their primary purpose (Papacharissi, 2009). As mentioned by Miguéns, Baggio, and Costa 
(2008), the social network thematic category consists of online social travel networks. These social network sites 
allow users to interact, post reviews, and plan their own trips. The most popular site is TripAdvisor, founded in 2000 
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and still growing. According to (Munar et al., 2013), TripAdvisor promotes social interaction in the tourism 
industry, encouraging users to share their experiences with the hospitality industry, to become active creators of 
word of mouth contents. 
The relevance of WOM in influencing the consumer decision process is well referenced in advertising and 
marketing literature (Buttle, 1998; Cheung & Thadani, 2010). Also, as referenced by Im, Zou, Song, Hancer, and Qu 
(2013), there is a broadly accepted notion in communication and diffusion literature that an individual’s WOM 
behavior is inhibited by the properties of social structures. In this sense, individual diffusion potential will depend 
on the individual’s tie strength, positions in a specific network and the content created. From a customer perspective, 
WOM is created and spread by a more trustworthy source of information regarding products and services (Feick & 
Price, 1987). However, not all WOM is useful for communication, promotion or persuasion; the same is true online 
(Kavoura, 2014). 
The eWOM or electronic word of mouth is any comment made by a customer for a brand, product or service that 
is available to other clients and or organizations via the Internet (D. Lee, Kim, & Kim, 2012). In addition to the 
shared dimensions with WOM, e-WOM has great scalability and speed of diffusion. In opposition to WOM, e-
WOM uses an asynchronous mode of communication that occurs on a wide range of online channels, such as blogs, 
emails, discussion forum, newsgroups and social networks (Dwyer, Hiltz, & Passerini, 2007; Hung & Li, 2007). 
There is more persistence and accessibility because the information is available for a long time, and is accessible 
even after being archived. eWOM is more measurable because there are more information available than traditional 
WOM; and more difficult to check the credibility and trustworthiness of the comments’ originator (Cheung & 
Thadani, 2010). Therefore, SNS represent an ideal tool for eWOM (Vollmer & Precourt, 2008). 
Though these interactions, consumers display their preferences and past experiences, creating new eWOM that, 
when exposed to other consumers, can change their buying processes. This is especially true concerning services 
encounters, because clients know what they will find.  
As noted by Chatterjee (2011) many participants on large SNS are not truly active posters; they are searching for 
information regarding common interests or new products or brands that they are willing to try.  Conceptually, 
eWOM can be classified using three elements: opinion-seeking; opinion-giving and opinion-passing (Chu & Kim, 
2011). We argue that a new element needs to be added: opinion content. For instance, negative reviews have a lower 
impact on a consumer’s behavior — particularly when that consumer is already familiar with the service provider. If 
there are only a few negative comments, they can be innocuous, but consistently negative reviews will be a disaster 
(Vermeulen & Seegers, 2009).  
However, a distinction needs to be made between eWOM generated on personal profiles of generic social 
networks and the eWOM produce in a thematic social network. The main difference between these two contexts 
relies of the visibility of the displays. In the first case scenario, the comments are traditionally visible to contacts, 
fans or friends or to members of specific groups to which the owner’s profile belongs. In the second, the comments 
are widely open to all network members and the general public that searches in the thematic social network. 
Therefore, a new scope of analysis is needed, including another possible scale to classify reviews as metrics of the 
quantity, valence and attribute. Review quantity is the number of posts that a product or service has received, and 
can indicate its popularity and the trustworthiness of the information. Review valence is whether the comment is 
positive or negative. Review attributes pertain to the information in the comment — whether it is objective or 
subjective, or attribute- or benefit-centric (K.-T. Lee & Koo, 2012). The two first dimensions are quite easy for any 
marketer to evaluate. Though different types of information are exchanged through social networks, the richness of 
information relies on the third dimension, which requires a thorough knowledge of data treatment and service 
quality assessment. More, consumer reactions to online reviews are stronger to brand-new or less-exposed products 
or services. Thus, the first comments are more informative, and clients are attentive to reviewer quality and rate (Hu, 
Liu, & Zhang, 2008). 
So, what are digital reviewers evaluating and exchanging about their services encounter? Consumers may share 
general information about service attributes, or may discuss the importance of certain attributes to the consumption 
experience as a whole. 
Recent studies have looked to the relevance of SNS and tourist eWOM in hotels, neglecting the restaurant. 
However, as Neuhofer, Buhalis, and Ladkin (2013) pointed out experience is an important element of tourism and 
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that restaurants are key elements in the hospitality and tourism value chain. Three distinctive types of restaurant 
ownership can be found: restaurants inside hotels, restaurants belonging to national or international chains, and local 
privately owned restaurants. This last category can enhance travelers’ experience and foster destination marketing 
by offering a taste of the local culture. Usually these are smaller companies with limited resources and digital 
expertise, to whom the main characteristics of a SNS could be of great interest. Therefore, our remained research 
work will focus on restaurants’ presence in social network sites and provided eWOM. 
3. Framework and results 
As more and more organizations incorporate social media as part of their promotional mix, rigorous research 
regarding the tourist engagement and impact of eWOM on social networks is becoming critical. Based on the above 
review of literature on the relevance of SNS and eWOM in SNS to tourism operators and clients, a framework was 
composed and is described in this section. According to (Jeong & Jang, 2011) positive eWOM exerts a positive 
impact on the restaurant’s image and on the intentions of purchase by the customers. The positive experiences 
shared by customers in a restaurant tend to be related to food, service and atmosphere.  
Many authors diverge regarding the number and type of different attributes that should be considered for an 
analysis of the restaurant quality. Substantial research into services and service quality has been undertaken in the 
last 30 years, ever since Parasuraman, Zeithaml, and Berry (1988) presented the SERVQUAL model. Early efforts 
to measure quality were concentrated in the tangible components of an offer. According to these authors 
“SERVQUAL is a generic instrument with good reliability and validity and broad applicability” (cite). They found 
that consumers evaluate perceived service quality in terms of five dimensions: tangibility; responsiveness; 
reliability; empathy; and, assurance. These dimensions are measured by 22 items, each measured the differential 
between service provided and expectations for the service. The smaller the gap between provided and expected the 
better the perceived service quality. As notice by Ladhari (2009), many studies have applied the SERVQUAL scale 
or a driven scale, such as the DINESERV (Stevens et al., 1995). Stevens et al. (1995) suggested that restaurant 
customers determine which restaurants meet their quality and value standards using the dimensions previously in 
SERVQUAL. DINESERV provides a quantifiable element of what customers expect from a restaurant. 
In a digital context, these traditional dimensions are questionable. The study conducted by Jo and Oh (2011) on 
restaurant reviews reveals that most comments found were related to the types of cuisine or food. This last element 
is common to a great number of studies as presented below: 
Table 1. Restaurant evaluated dimensions online 
Authors (year) Dimensions found 
Namkung and Jang (2008) Food, service and atmospherics 
Jo and Oh (2011) Types of cuisine and food 
Soriano (2002) Quality of the food, cost/value of the meal, quality of the service and place 
Ha and Jang (2010) Atmospherics, food and service 
Kim, Lee, and Yoo (2006) Physical environment, food quality, customer orientation, relationship benefits and price 
fairness 
Haghighi, Dorosti, Rahnama, and 
Hoseinpour (2012) 
Food quality, price, service quality, location and atmosphere 
Haghighi et al. (2012) Cleanliness, atmosphere, space, convenient hours, food quality, staff behaviour, price and 
responsiveness 
Pantelidis (2010) Food, service, atmosphere, price, menu and design 
 
From the table presented above, we can observe that the most talked-about attribute was food. With this 
consideration in mind, we establish a model considering different food dimensions found in the literature. In a 
traditional context, customers’ WOM are important, because unfulfilled expectations create disgruntled customers, 
who may silently exit or spread negative WOM. In the digital context, those expectations are constructed based on 
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Fig. 1. - Multiple correspondence analysis of food dimensions  
For the purpose of this work, we use a partial least square model with latent variables. The model shows how the 
latent variables or factors are measured, and indicates the relationships among the latent variables. We will see later 
that the observable variables (indicators) we selected are measures of latent variables (factors). We assume that the 
different UGC related to the food dimensions have a direct effect on eWOM and that eWOM have a direct effect on 
future tourist behavior. Therefore, we assume that intention to revisit and recommend a restaurant can be explained 
by food experience and the wiliness to share that experience with peers. 
Having ensure a theoretically support for the model, the PLS analysis can be conducted. This analysis needs to 
consider a two-step approach. In the first stage the quality of the measurement model is considered and only in the 
case of reliable and valid measures of the latent variables the second stage – analysis and interpretation of the 
structural model – can be conducted.  
To determine the discriminant validity of our indicators, we used two established techniques. First, we correlated 
the latent variable scores against the indicators. PLS computes a composite reliability score, similar to Cronbach’s 
alpha which measures the internal consistency of the latent variables. Secondly, in a different software (SPSS) the 
validation of the latent variables used was done by using Confirmatory Factor Analysis (CFA). In both procedures 
the values obtain confirm the reliability of the latent variables (all loadings exceed the threshold level of 0,8, 
indicating that more than 50 percent of the variance in the observed variables is due to the construct). However, the 
variable “color-look of the food” had to be removed since its contribution was truly small.   
The numerical results obtained can be observed in the following table. 
Table 2. Results of the inner model 
 Hypothesized effect Path coefficient 
Food   
- Overall quality  + 0,9818 
- Taste + 0,1873 
- Eye appeal + 0,2787 
- Consistency 
- Preparation 
- Composition 
+ 
+ 
+ 
0,1325 
0,0997 
0,1366 
 
eWOM   
- Positive UCG 
- Negative UCG 
+ 
- 
0,9934 
-0,007 
Intention Behaviour 
- Revisit 
- No revisit 
 
+ 
- 
 
0,8904 
-0,4535 
 
The fact that “Overall food quality” is the most important attribute proves that although there are other relevant 
items in the restaurant business, food as a five sense experience continues to be of extreme importance. 
4. Final Considerations 
Online social networking is changing the methods of communication, interaction and engagement of firms and 
consumers. And firms are been challenge to explore and adopted a virtual presence in order to keep up with their 
present and potential clients. Tourism sector is no exception in this domain. But even with the advantages of using 
Internet and different SNS for business-to-consumer transactions been evident; tourism firms’ behaviour intention 
on OSN remains questionable. On thematic social network, such as the TripAdvisor, the tourism and particularly the 
catering industry have been receiving more attention from the consumers that create and share expressions of what 
they like and/or dislike in a restaurant encounter. 
168   Teresa Tiago et al. /  Procedia - Social and Behavioral Sciences  175 ( 2015 )  162 – 169 
The obvious purpose of a restaurant is to satisfy the consumer’s expectations of a good combination of food and 
beverages. Thus, a restaurant’s goal is that the eWOM about it considers these elements. As the results showed, 
overall food quality is the most decisive variable adopted in the UGC. Additionally, our findings support the notion 
that the “food” reflects a lot more than flavor or taste of the food. To these elements, we need to add visual effect, 
freshness of the ingredients, and healthiness of the meal, among others, as the main content spread on SNS. Thus, 
results reinforce the literature relative to the social media and ads regarding the knowledge of the content created 
and shared by tourists relative to the restaurant experience as a whole. 
This results also provide helpful information for the restaurant owners and managers. The greater positive 
polarity of the UGC can encourage restaurants’ to pursue a digital presence and to enhance the customers 
engagement is social network. Also it unveils the most common dimensions used by tourists when “judging” and 
sharing their restaurant encounter, that need to be carefully looked by managers. 
Our study is not free of limitations which, nevertheless, provide avenues for future research. Further work is 
clearly needed to examine deeply the interaction between customers and restaurants over the SNS. Even though this 
data gives us a unique opportunity to examine firm-customers dynamics over TripAdvisor, it has several limitations. 
First, our methodology does not take into account the social dimensions of the use of SNS. Second, we do not know 
how these tourist act in other non-thematic SNS. Finally, we can only observe the SNS, but we cannot manipulate it. 
So, we are not able to make changes to the contents and test deeper the interactivity options at this SNS. 
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